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[bookmark: _Toc48340222]Executive summary 
The report talks about different strategies utilized from New Zealand with the planning and destination management. There are also some comparisons with New Australia. Also the report talks about strategies and recommendations that could be useful for New Zealand regarding strategy planning and destination management.
The purpose of the document is to explain the tourism New Zealand’s strategic priorities and how the activities and the programme will be organized for a final success.
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Many visitors choose destination that offer variety and their choice follow the devote market segmentation (Gojla and Po, 2012). Then it is important for travel destinations to assess and analyse their destinations with different strategies.
The report is going to look at New Zealand and few comparison with Australia tourism. According to the tourism New Zealand Report (2018) New Zealand, internationally, is a recognized for be friendly, safe and beautiful country.
New Zealand is embellished with Maori culture and thanks to this is authentic and this is seen like a key performance indicator (Tourism New Zealand Report, 2018).
New Zealand need to make sure that its tourism strategy doesn’t benefit just the international tourism but also the domestic tourism market (New Zealand-Aotearoa Government tourism strategy, 2019). For the numbers that are growing of the tourism visitors, new Zealand tourism need to have an effective strategy and planning.
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What is strategy? Strategy is really important in the tourism. “Strategy is the direction and scope of an organization in long term” (Johnson 2008).
Strategy includes plan, ploy, pattern, position, perspective. (Mintzeberg 1998).
“A strategy is a plan that integrates goals, policies, into a cohesive whole” (Mintzberg, 1998).
Every country needs Strategy also for hold the competition. Competition is the greatest fear for businessman. The only option that owners have is trying to think ahead of the competitors. Develop a strategy is the most important thing and the strategy needs to be adapted and improving, and also with make employees aware of the business mission.
Professor Michael Porter developed a model called: “generic competitive strategies”.
Professor Michael porter developed during the 1980s the model of “generic competitive strategies”. These strategies are called generic because they can be launched by businesses of any size (Hunger and Whellen, 2001).
Michael porter assume that companies have three strategies:
· Cost leadership: requires actions like cost minimisation in Research & Development, service, sales force, advertising and so forth.
· Differentiation: create a product which must be perceived as unique by its customers, for example through design, image, technology, customer service, dealer network.
· Focus: In cost focus a firm seeks a cost advantage in its target market only, in differentiation focus a firm seeks differentiation in its target segment.
Always according to Porter before a company decides the strategy to adopt needs to know the competitive scope: the size of the target market, the range of the product they want to produce, the channel for the distribution, kind of buyers and geographic areas. (Hunger and Wheelen, 2001)
Planning and tourism are term very complex. This reinforce the need for development planning, looking at planning like a process and not an event. Planning is defined like an approach with characteristics, functions and levels. The purpose is to show that development of tourism needs to apply best practices and other modern solutions, and like this, an acknowledgement of planning like a fundamental factor for development. 
Tourism development philosophy of the modern age is aimed towards tourists, guest, customers and theirs satisfaction.  Tourism is also considered one of the most profitable industries and for each country has a very economic importance. The higher the level of development is, the more important is the sector. 
Australia core’s strategy includes focus high value travellers in the markets and tourism segments. Australian tourism is a key driver of economic growth and employment, and they are continuing to progress for their future goals.
They are starting to follow some global trend of UK, USA, China and India, like encourage international visitors to participate more immersive and authentic experiences.
The competitive in the marketing is increasing, with a media environment, with changing of preferences for the customer’s travel, with advancement of the technology, Australia is moving towards an investment model that rise up the focus, efficiency and activities.
They are focus on the promotion of the travel out of peak periods, also they are encouraging visitors to visit more and they did a campaign like undiscovered Australia. One big change, will be a higher focus on Marketing Australia’s destination brand, building awareness that can bring interest in booking next trip in Australia.
It is not really different from the strategies that New Zealand is using, since they are very close and they can influence each other.
Tourism New Zealand should have a clear medium-term outlook and strategy for set the marketing and planning campaigns every year. International tourism is the most profitable of foreign exchange department in New Zealand. In the global tourism marketplace, New Zealand tourism board is responsible for make sure that New Zealand is attractive like destination.
Tourism New Zealand is governed by the Crown Entities Act 2004 and was established from the tourism Board Act 1991. Under the Act there is:
· Implement, development and promotion of strategies for tourism 
· Advise the New Zealand tourism industries on problems correlate to the development, implementation and for the promotion of the strategies.
The directive of tourism New Zealand is to market the country like a long-term visitor destination. Increasing the value of international visitors, tourism New Zealand can improve tourism’s contribution to the economical increasing of the country. 
This strategy “ increasing the economic contribution by tourism at regional and national “ is done from the Ministry of Business Innovation and employment’s, attracting mix of customers, responding to them and make sure of all the benefit.
The previous strategy for New Zealand was developed in 2013 when New Zealand was still having problems with the ramifications of the Christchurch earthquake and global financial crisis, arrivals were less, and expenditure was going down. This went to create a strategic decision for focus in markets to increase arrivals.
In the last years the strategy was supported increasing funding for:
1. developing emerging markets 
2. lifting yield from existing markets
3. high value visitor strategy
4. business events

1. Open new office in Jakarta and Sao Paulo, more presence in India and Argentina.
2. New partnership with airline, partnership with google and Facebook, becoming a strong digital tourism campaigners, new partnership with film companies like with Disney in Pete’s dragon, target shoulder season.
3. New interest like cycling, hiking, golf, backpackers.
4. New team for make sure that they can create conference that can attract people, like a Chinese Amway conference that brought $50m to the economy and was attracting 10.000 people.
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Project for the future for tourism New Zealand is that the country will be more proactive in trying to change the behaviour of the visitors, pushing for the shoulder season travel, and the regional distribution.
They will also work close with industry for development the product, for share the information, and fix sector concerns.
After a consultation with Government, industry stakeholder, and management have been draw up four most important “change themes”:

· Extend measure of value to long-term sustainability: value for regional dispersal, seasonal shape and investment, long term sustainability and geopolitical diversity.
· Manage the market strategically: multi-year revolution, manage risk.
· Work with government and partners for the final experience of the consumer: through this can be supported the regional economic development, and boost the consumer experience. 
· Organizational strengths: digital capability, test and learn approach
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“Growing the value of international visitors for improve the economy”
This is going to require effort but the role of tourism New Zealand is to attract visitors and make sure that their expenditure contributes at the economy of the country. All the strategies are supporting the mission through developing long-term growth for make sure that New Zealand became a holiday destination.
For achieve the quality of the visitor experience through the mission new Zealand needs to provide visitor insight and advice to identify issues before they can create a bad impact.
The vision, for Australia, is to be the most desirable and memorable destination. Values support the vision, they are the essence of the identity and they accompany the behaviour and relationship with consumers.
They are:
· United
· Genuine
· Positive
· Authentic
· innovative
Both country are working for the same goal, the growth of the tourism, Australia is doing this creating a strong personality in order to achieve the goal, New Zealand is working more anticipating the risk in order to avoid negativity and bad influence.
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Operating environment: Travel industry is at the middle of the connection of the world. The tourism sector is expanding, thanks also by the rising of the middle class wealthy, the price low of the fuel, and the increase of the aviation capacity. Every year the tourism in new Zealand is growing, from 2016 the arrivals are at record levels, at the end of 2016 they arrived with 3.4 million  and since 2016 they are building a 4 years strategy plans, that includes to arrive at 4.5 million arrivals  for the end of 2021. 
The world is becoming more globalised and more challenged as well. Some events like Brexit, are having a high global impact on markets and consumers. Consumers, are starting to adopt digital technologies for access at the best the world and local markets can offer. 
What consumer’s expectation is? They expect their purchases to be convenient, personalised, authentic, and easy access online and mobile channels. The global platform are increasing with business, so they can influence traditional brands and local business. Examples: 
· accommodation(Airbnb)
· Taxis (Uber )
· Media (Facebook and Google) 

The digital market is influencing  also the global travel market, and is a very complex consumer experience, tourism new Zealand indeed is staying competitive regarding to the digital marketing for don’t be left behind.
New Zealand is continuing to be an innovation leader in global destination marketing.
The increasing of international tourism spending is not distributed equally in New Zealand, but is oriented towards the main gateway regions: Wellington, Auckland, Queenstown and Christchurch that in 2016, according to the tourism New Zealand 4 years strategy, were covering the 65 % of the tourism spending. The volume of international consumers that were travelling in the other parts is stuck at 35%. For the future new Zealand will push tourists to visit different areas.
The country is also a highly seasonal destination, the peak of international visitors from December to February (summer). In the last years, the number of international visitors has grown in the no-peak usual team, this it means that New Zealand has been working well in marketing the shoulder season. 
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New Zealand set different initiatives for link the strategies with the activities
1. Building Preference for travel to New Zealand: this is a core outcome of the marketing in New Zealand. Influencer and PR will send different messages for encourage people to visit New Zealand.
2. Grow shoulder season
3. [bookmark: _Toc383502524][bookmark: _Toc383172931]Promote region: promote visitation in regions for economic benefits for community. For this achievement will be used a test and learn approach.
4. Maximise value from Australia: closest and largest market 
5. Shape China’s growths: Chinese visitors generate $1.8bn of visitor’s expenditure. The average of their spending per night is $545. Take care of them for ensure a perfect experience
6. Business event
7. Monitor visit experience
8. Work with domestic partner
9. Digital capabilities


[bookmark: _Toc48340229]Conclusion and recommendation
The report has talked about New Zealand tourism strategy, and a comparison has been done with Australia, especially regarding goals, mission and vision and tourism strategies planning. Have  been identified  all the priority strategies that new Zealand has utilised in the past, that is using currently and the strategy that tourism New Zealand want to utilize in the future. New Zealand is working through the tourism strategic planning and management, however they can improve and they could follow some recommendation:
· look at the other countries’ strategic planning 
· Generate more interest in New Zealand, and consider more diverse target audience
· focus on technologies, especially social media
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